Claims: 

What I claim as new and desire to secure by Letters Patent is as follows: 

1. A computer-implemented forecasting method by which a business (hereinafter referred to as, the 
forecasting business) that is selling a product/service to a business (non-consumer) market, can, (1) forecast 
its market share, as a percent of the total units of currency to be captured in the market, (2) forecast its 
market share, in units of currency, (3) forecast a product/service pricing ratio, versus its leading competitor, 
that will be necessary for the forecasting business to use in order to attain its forecasted market share, (4) 
forecast its leading competitor's market share, as a percent of the total units of currency to be captured in 
the market, and, (5) forecast the combined market share of all of its other competitors, as a percent of the 
total units of currency to be captured in the maik^ said method comprising the steps of: 

(a) inputting the forecast period (the time period for which the business (non-consumer) market is being 
evaluated by the forecasting business (for example, years 2004 through 2008) 

(b) inputting an estimate of market size: the size of the business (non-consumer) maiket, in total units of 
currency (for example, U.S. dollars) to be caqptuied by all conqietitQrs comibined, over the forecast period 
(as defined per (a) immediately above) 

(c) for the forecastmg business and its leading competitor respectively, inputting ratings ranging firom 1 to 
100, for 6 maiket resources, shown below, as per the Respective Rating Guidelines, also shown below, 
where the ratings represent the level of market resources currently available to pursue the respective 
business (non-consumer) maiket (the entire maiket size, per (b) above), as a percent (to a maximum of 100) 
of the maiket resources needed to capture the entire maiket size, per (b) above, with each of the 6 maiket 
resources having an impoitanoe weight, as a poition of 1.0000, also shown below 

Each Market Resource must be rated, for the forecasting business and its teading competitor 
respectively, as follows: 

Maitet Resource (1.) Funds Committed/ Available, (importance weight: .9900) 
Respective Rating Guidelines for Market Resource (1.): 

A rating must be provided, ranging from 1 to 100, where the ratiug represents the amount of funds 
committed/available to pursue the business (non-consumer) market (the entire maiket size, per (b) 
above), as a percent (to a maximum of 100) of funds needed to capture the market (the entire maiket 
size), per (b) above). 

When Rating Funds Committed/Available: 

Ratings must be increased for funds that business partners have committed, for example, for funds that 
you estimate suppliers or distributor channels currently have made available, specifically to help the 
respective division to serve the maiket 

Ratings must be decreased for fimds that are currently available, but that will need to be spent to get the 
respective product/service ready to seU (q)ecifically for the cost of product/service research and 
development, fiicilities, training stait-up/intense advertising and promotion). 
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Maricet Resource (2.) Product/Service Research & Developmenl Personnel in Place, (importance weight: 
.0030) 

Respective Rating Guidelines for Market Resource (2.): 

A rating must be provided, ranging from 1 to 100, where the rating represents the number of 
product/service research and development personnel in place to pursue the business (non-consumer) 
market (the entire maricet size, per (b) above), as a percent (to a maximum of 100) of the number of 
product/service research and development personnel needed to capture the market (the entire maiket 
size), per (b) above). 

When Rating Research and Development Personnel in Place: 

Ratings must be increased for research and development personnel that business partnm have in place to 
serve the market. 

Research and development personnel specifically include those responsible for any combination of: 

Planning, researching, evaluating, selecting, defining, designing, developing, and testing the 

product/service, as well as for providing product/service training to internal personnel 

Research and development personnel DO NOT include those that actually produce products or fulfill 

services. 

Market Resource (3.) Pioduction/Fulfillment Personnel in Place, (importance weight: .0020) 
Respective Rating Guidelines for Maiicet Resource (3.): 

A rating must be provided, ranging from 1 to 1 00, where the rating represents the number of 
production/fulfiUment personnel in place to pursue the business (non-consumer) market (the entire 
market size, per (b) above), as a percent (to a maximum of 100) of the number of production/fiilfillment 
personnel needed to capture the market (the entire maiket size), per (b) above). 
When Rating Production/Fulfillment Personnel in Place: 

Ratings must be increased for production/fulfiUment personnel that business partners have in place to 
serve the market. 

Production/fulfillment personnel specifically include those responsible for: 

1) Any of the following activities in regards to a providing a produa (for the initial product, warranty 
related products/parts, after warranty products/parts, product upgrades): purchasing, manufacturing, 
storing, displaying, and delivery 

2) Any of the following activities in regards to fulfilling a service: initial service fiilfillment, warranty 
related service fiilfillment, after warranty service fiitfillmoit, fulfillmrat of service iq>grades 

Market Resource (4) Marketing Personnel in Place, (importance weight .0025) 
Respective Rating Guidelines for Market Resource (4*): 

A rating must be provided, ranging from 1 to 100, where the rating represents the niunber of maiketing 
personnel in place to pursue the business (non-consumer) market (the entire maiket size, per (b) above), 
as a percent (to a mayimnni of 100) of the number of markedng personnel needed to capture the market 
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(the entire maiket size), per (b) above). 

When Rating Marketing Personnel in Place for Each Division: 

Ratings must be increased for marketing personnel that business partners have in place to serve the 
market 

Marketing personnel specifically include those responsible for: 
Product/service advertising, promotion, maiket research, maiket planning, etc. 
Market Resource (5.) Sales Personnel in Place, (importance weight: .0015) 
Respective Rating Guidelines for Market Resource (5.): 

A rating must be provided, ranging horn 1 to 100, where the rating represents the number of sales 
personnel in place to pursue the business (non-consumer) market (the entire maricet size, per (b) above), 
as a percent (to a maximum of 100) of the number of sales personnel needed to capture die market (the 
entire market size), per (b) above). 
When Rating Sales Personnel m Place for Each Division: 

Ratings must be increased for sales personnel Uiat business partners have in place to serve the maiket 
Sales personnel specifically inchide those reqx)nsible for: 
Sales training, pre-sales siq)port, and selling 
Market Resource (6.) Support Personnel in Place, (importance weight .0010) 
Respective Rating Guidelines for Market Resource (&): 

A rating must be provided, ranging fiom 1 to 100, where the rating rqiresents the number of support 
personnel in place to pursue the business (non-consumer) maiket (the entire market size, per (b) above), 
as a percent (to a maximum of 100) of the number of support personnel needed to capture the market 
(the entire market size), per (b) above). 
When Rating Siqiport Personnel in Place for Each Division: 

Ratings must be increased support personnel that business partners have in place to serve the maiket 
Support personnel specifically include those that provide: 

The interface between customers and company personnel that are responsible for satisfying customers' 
post-sale requests, for example, in-wananly and after-warranty requests 

(d) calculating the total strength of market resources, respectively for the forecasting business and its 
leading competitor, with such strength of market resources ranging from 1 to 100, equaling the total 
amount that will result from multiplying each respective rating that will have been input for the 6 maiket 
resources in (c) above, by each respective importance weight, as provided by this method, for the 6 market 
resources in (c) above 

(e) for both the forecasting business and its leading competitor, inputting ratings, ranging &om 1 to 100, 
for the 3 market receptivity fectors shown below, per the Respective Rating Guidelines also shown below, 
where die ratings represent the current level of tfaie market receptivity factor as compared to the 
maximum level of 100, widi each of die 3 maik^ receptivity fectors having an importance weight, as a 
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portion of 1 .0000, also as diown below 
Mariiet Receptivity Factors to be Rated (for the forecasting business and its leading competitor 
respectively): 

Market Receptivity Factor (10 Confidence Level (For Stability), (importance weight: ,2970) 
Respective Rating Guidelines for Market Receptivity Factor (1.): 

A rating must be provided, ranging from 1 to 100, where the rating represents the current level of 
purchasers'/decision makers' confidence in the stabiUty (Financial, Ethical, Political) of the business to 
perform as expected, as compared to the maximum level of 100. 

Ratings should allow for confidence in the stabiUty of business/market partners too (e.g., key suppliers, 
key distributors, etc.). 

If purchasers'/decision makers' receptivity to a respective division's product/service is expected to be 
rated at LESS THAN SATISFACTORY, per Nfaricet Receptivity Factor (2.), below, then tiiat division 
may receive a confidence level rating of ONLY 1, Also see (W), below. 



( W) If a business has ANY 
Market Resource, per (c) above, 
rated at: 


Then the respective business m^ 
receive a MAXIMUM Confidence 
Level of: 


1 


79 


2 to 9 


80 


10 to 24 


85 


25 to 49 


90 


50 to 99 


95 



Market Receptivity Factor (2.) Match to Market Needs (purdiasersVdecision makers' receptivity to the 
product/service), (importance weight: .6930) 
Respective Rating Guidelines for Market Receptivity Factor (2.) 

NOTE: This Maiket Receptivity Factor must be rated according to whether or not the market is a Non- 
Displacement Market, or a Displacement Market, each of which is defined below. 

Match to Maiket Needs For Non-Displacement Markets: 

Non-Displacement Markets Defined 

In a Non-Displacement Maiket, one of the following is true. 

1) A conqwtitor will NOT need to displace another competitor's product/service to make a sale. 
Or .. 

2) In spite of needing to displace another competitor's product service to make a sale, the displacing 
conqjetitor's product/service will NOT require customers to incur start-up e?q^enses or interruption 
costs, that are not also required by the in-place competitor's product/service. This is not likely to be 
the case with a product/service of any complexity. 
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A rating must be provided, according to the guide below, where the rating represents the current level 
of purchasers'/decision makers' receptivity to the offered product/service: attributes of the deHverable, 
experience record, implementation impact, availability, follow-through, support, and other services, as 
compared to the maximum level of 100. 



Pricing and market share SHOULD NOT be considered when rating receptivity. 



Guide for radng both businesses in a Non- 
Displacement Market 


Receptivity Rating/Range 


A. For a LESS THAN SATISFACTORY 
product/service 


1 


B. For a SATISFACTORY TO BETTER 
THAN SATISFACTORY product/service 


70-85, also see (W), below 


C. For a GOOD TO EXCEPTIONAL 
product/servioe 


86 -100, also see (W), below 



(W) If a business has been 
rated at a Confidence Level 
of: 


Then REDUCE the 
product/service rating you were 
planning to give to the respective 
business by: 


90 to 94 


7% 


85 to 89 


12% 


80 to 84 


19% 


70 to 79 


27% 


60 to 69 


36% 


50 to 59 


46% 


40 to 49 


57% 


30 to 39 


69% 


20 to 29 


82% 


10 to 99 


96% 


lto9 


99% 



Match to Market Needs For Displacement Markets: 
Displacement Markets Defined 

In a Displacement Maricet, BOTH of the following are true. 

1) A competitor will need to displace another competitor's product/service to make a sale. 
AND AS IMPORTANTLY... 
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2) The displacing competitor's product/service will require customers to incur stait-up e:q)enses or 
interruption costs, that are not required by the in-place competitor's product/service. 
Displacement Markets must be evaluated separately from non-displacements markets. Also, if only a 
portion of the purchasers/decision makers is in a Displacement Market, that portion must be 
evaluated as a separate Displacement/Maricet 
A rating must be provided, according to the guide below, where the rating represents the current level 
of purchasers'/decision makers' receptivity to the offered product/service: attributes of the deliverable, 
experience record, implementation impact, availabihty, follow-through, support, and other services, as 



compared to the maximum level of 100. 

Pricing and market share SHOULD NOT be considered when rating receptivity. 



Guide for rating both businesses in a 
Displacement Market: 
Rate one division as In-Place and one as 
Displacing, Both may be rated as Displacing if 
both are trying to displace a third competitor. 


Receptivity Rating^Range 


A. For a LESS THAN SATISFACTORY 
product/service 


An In-Place Division, 3, also see (X), below 
A Displacing Division I 


B. For a SATISFACTORY TO BETTER 
THAN SATISFACTORY product/service 


An In-Place Division 70 - 85, also see (X), below 
A Displacing Division, see (Y), below 


C . For a GOOD TO EXCEPTIONAL 
product/service 


An In-Place Division 86 - 100, also see (X), below 
A Displacing Division, see (Y), below 



(X) If a Division Has Been Rated 
at a Confidence Level of: 


Then REDUCE the 
Product/Service Rating You 
Were Plarming to Give to the 
Respective Division by: 


90 to 94 


2% 


85 to 89 


4% 


80 to 84 


7% 


70 to 79 


11% 


60 to 69 


17% 


50 to 59 


26% 


40 to 49 


39% 


30 to 39 


55% 
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20 to 29 


75% 


10 to 99 


93% 


1 to9 


99% 



(Y) If the Displacing Business' Confidence Level is: 


Then the MAXIMUM rating the Displacing 
Business may receive for an EXCEPTIONAL 
Product/Service is: 


49 or less 

AND the In-Place Division's is 90 to 100 


1, also see (Z), below 


49 or less 

AND the In-Place Division's is 85 to 89 


3, also see (Z), below 


49 or less 

AND the In-Place Division's is 80 to 84 


6, also see (Z), below 


49 or less 

AND the In-Place Division's is 70 to 79 


10, also see (Z), below 


49 or less 

AND the In-Place Division's is 60 to 69 


16, also see (Z), below 


49 or less 

AND the In-Plaoe Division's is 50 to 59 


24, also see (Z), below 


49 or less 

AND the In-Place Division's is 49 or 1 

50 to 59 


ess 


35, also see (Z), below 


ANDtheIn-Plaoe;Division:Siis90tD 100 
50 to 59 

AND the In-Place Division's is 85 to 89 
50to59 

AND the Ih-Plaoe Division's is 80 to 84 
50 to 59 


3, also see (Z), below 
6, also see (Z), below 
10, also see (Z), below 






AND the Li-Place Division's is 70 to 79 
50 to 59 

AND the In-Plaoe Division's is 60 to 69 
50 to 59 

AND the Ih-Plaoe Division's is 50 to 59 
50 to 59 

AND the In-Place Division's is 49 or less 


16, also see (Z). below 
24^. also see (Z), below 
35, also see (Z), below 
50, also see (Z), below . 
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60 to 69 

AND the In-Piace Division*s is 90 to 100 



6, also see (Z), below 



60 to 69 

AND the In-Place Division's is 85 to 89 



10, also see (Z), below 



60 to 69 

AND the In-Place Division's is 80 to 84 



16, also see (Z), below 



60 to 69 

AND the In-Place Division's is 70 to 79 



24, also see (Z), below 



60 to 69 

AND the hi-Place Division's is 60 to 69 



35, also see (Z), below 



60 to 69 

AND the In-Place Division's is 50 to 59 



50, also see (Z), below 



60 to 69 

AND the In-Place Division's is 49 or less 



70, also see (Z), below 




ANp!|tfig^ 





S^aODthe In^^^ ^^^0^ 



■80 to,,84i ' '{^ ^ "."> '"^^ . f .,#. 
AM) the Ih-Place Divi^pn^s is 90 to ICK) 4 i € 



lis, dk) see (Z), bnelow 



,80'to.84: .;„■ ;^ -^^^ : 

AND thelii-Place Divi^on's is 85 to 89 



24, also see (Z), Below 



80'tOi84.V! ■ " _ ' 

AJ^ the M-Place Wviaon's is 8^ % 



35, also see (Z), bdow . 
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80 to 84 ' ~ ~ _ ™ ^ - 
AND the In-Plaoe Division's is 70 to 79 


50., also see (Z), below _i - 


80 to 84 

AND the In-Place Division's is 60 to 69 


70, also see (Z), bdow ' " ? * X 


80to84 _ . " " 
AlSip^ti^^ 


95, also see (Z), below 


8oto84 ^ . :^ : 

AM5tteIn-Place Division's is'^49. or less 


97, also see (Z), below_ ! ''^ 


JSfi>0 tfeJto-Place Division-'s is,90 to 100«.,, . 


^ 24, also see (Z), below, k \t . . I .an . , 


PAljJDthelnrPlacelWvisiori'sisS^ [ ^ 


35, also see (Z), below - ^; ^ - i m-; 7 


i85!lfM--n*/'"f'^''^'^^^ ^-f^ 
;AND.the In-Place Division's is 80 to 84 J - 


50, also see (Z), bdow ^ " f 1- i' - « 


|Ahl)ltife iritPIace :^ 


70, also see (Z), below ~ ' ^ f ' ' v ,g 


|85;t&:89; .5. ^..L . , . . 
lpS|?ili?il|M is.60,ta69, 


95, also, see (Z), below ! V .f/ .i; ,4. 1 1 




|9^::alsO: s&^^ bek>W:r ;::i|yi|';!jp|^^^ 


ig5p©'89;(l^iiH;H!?^-^if^:.^ih^ -"^hi;:-! 


^99^'alsos^(Z), below -X > 


90tol00 

AMD the In*Flace Division's is 90 to 100 


35, also see (Z), below 


90tol0p 

AND the En-Place Division's is 85 to 89 


50, also see (Z), below 


90 to 100 

AND the bi-Place Division's is 80 to 84 


70, also see (Z), below 


90 to 100 

AND the In-Place Division's is 70 to 79 


95, also see (Z), below 


90 to 100 

AND the bi-Place Division's is 60 to 69 


97, also see (Z), below 


90 to 100 

AND the Ih-Place Division's is 50 to 59 


99, also see (Z), below 



Page 11 of 18 



90tol00 




AND the In-naoe Division's is 49 or less 


100, also see (Z), below 



(Z) A lower rating must be given if the product/seivice is less than EXCEPTIONAL. (For example, a 
product/service that would qualify for a rating of 50, if EXCEPTIONAL, would receive a rating of 45, 
if it were 90% of EXCEPTIONAL.) 

Market Receptivhy Factor (3.) Name Recognition, (importance weight: .0100) 
Respective Rating Guidelines for Market Receptivity Factor (3.): 

A rating must be provided, ranging from 1 to 100, where the rating represents the current level of 
purchasers'/decision makers' name recognition (awareness) of the offered product/service, as 
compared to the maximum level of 100. 

If a business* product/service has been rated at LESS THAN SATISFACTORY for Match to Maiket 
Needs, Market Receptivity Factor (2.), above, then that division may receive a rating here of ONLY 
1. Also see (Z). 



(Z) If a business has been 
rated at a Confidence Level 
of: 


Then REDUCE the name recognition 
(awareness) rating you were planning 
to give to the respective business by: 


90 to 94 


7% 


85 to 89 


12% 


80 to 84 


19% 


70 to 79 


27% 


60 to 69 


36% 


50 to 59 


46% 


40 to 49 


57% 


30 to 39 


69% 


20 to 29 


82% 


10 to 99 


96% 


lto9 


99% 



(f) calculating total maiket receptivity, respectively for the forecasting business and its leading competitor, 
such maiket receptivity ranging from I to 100, equaling the total amount that will result from multiplying 
each respective rating that will have been input for the 3 maiket receptivity factors in (e) above, by each 
respective importance weight, as provided by this method, for the 3 maiket receptivity factors in (e) above 

(g) inputting estimates, as follows in (1) through (4) immediately below, of the number of other 
competitors (competitors in addition to the forecasting business and its leading competitor) that are tiying 
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to capture a share of the business (non-consumer) market for the forecast period: 

( 1) inputting the number of other competitors that are trying to capture a share of the business (non- 
consumer) market for the forecast period, whose total strength of market resources is 91 to 100% 
(where .955, is the average total strength of maricet resources, in decimal format, used by this method) 
as strong as that of the forecasting business' leading competitor's total strength of market resources, as 
determined per (d) above 

(2) inputting the nimiber of other competitors that are trying to capture a share of the business (non- 
consumer) market for the forecast period, whose total strength of market resources is 81 to 90% (where 
.855, is the average total strength of market resources, in decimal format, used by this method) as 
strong as that of the forecasting business' leadiug competitor's total strength of market resources, as 
determined per (d) above 

(3) inputting the number of all other oony)etitors that are trying to capture a share of the business 
(non-consumer) maiket for the forecast period 

(3) (1.) inputting the average total strength of market resources, for the number of all other 
conq)etitors, as irq>ut per (3), immediately above, that are trying to C£Q>ture a share of the business 
(non-consumer) market for the forecast period, whose total strength of market resources ranges from 
1 to 80% (where .01 to .80, must be input for this method) as strong as that of the forecasting 
business' leading competitor's total strength of market resources, as determined per (d) above 

(h) calculating the total strength of market resources for all other conq)etitors (competitors in addition to 
the forecasting business and its leading competitor) that are trying to capture a share of the business (non- 
consumer) market for the forecast period, where such calculation equals the total of: the number of other 
competitors inpat for (g) (1) immediately above, multiplied by total strength of market resources 
percentage used in (g) (1) immediately above, multiplied by the total str^gth of market resources for 
forecasting business' leading competitor, per (d) above, plus, the number of other competitors input for (g) 
(2) immediately above, multiplied by total str^gth of market resources percentage used in (g) (2) 
immediately above, muWpUed by the total strength of market resources for forecasting business' leading 
competitor, per (d) above, plus, the number of other competitors input for (g) (3) immediately above, 
multiplied by total strength of market resources percentage used in (g) (3) (1.) immediately above, 
multiplied by the total strength of market resources for forecasting business' leading competitor, per (d) 
above 

(i) calculating the total ^ngth of market resources for all competitors combined (the forecasting business, 
its leading competitor, and other competitors that are trying to capture a share of the business (non- 
consumer) maiket for the forecast period), such calculation equaling the total of (d) above plus (h) above 
(j) generating forecasted maiket share in terms of: 

( 1) the percent of the total units of currency (market size, for example, U.S. dollars) that is estimated to 
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be captured by the forecasting business in the business (non-consumer) market, based on dividing the 
total strength of market resources for the forecasting business, per (d) above, by the total strength of 
market resources for all competitors combined, per (i) immediately above 

(2) the portion of market size, in units of currency, (for example, U.S. dollars) that is estimated to be 
captured by the forecasting business in the business (non-consumer) market, based on multiplying (b) 
above, by (j) (1) immediately above 

(3) a product/service pricing ratio, versus its leading competitor, that will be necessary for the forecasting 
business to use in order to attain its forecasted market share in the business (non-consumer) market, 
based on dividing total market receptivity for the forecasting business, per (f) above, by total 

market receptivity for its leading competitor, also per (f) above 

(4) the percent of the total units of currency (market size, for example, U.S. dollars) that is estimated to 
be captured by the forecasting business' leading competitor in the business (non-consumer) market, 
based on dividing the total strengdi of market resources for the forecasting business' leading competitor, 
per (d) above, by the total stiragth of market resources for all competitors combined, per (i) above 

(5) the percent of the total units erf currency (market size, for exanq)le, U.S. dollars) that is estimated to 
be captured by all odier conq)etitors in the business (non-consumer) market, based on dividing the total 
strength of market resources for all other competitors, per (h) above, by the total strength of maricet 
resources for all competitors oonibined, per (i) above 

Example of Input to Achieve aaims; Non Displacement Market: 
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Forecasting Business 



Leading 

Competitor;; 



80 



95 



tp^J^^ business and foiecasting business' 



iJ^^ could be rated at 100, but the 



100 



r|||jktj|66^^ 



81 



100 



Other Comiietitors 



N{pi)|rj;qf i^^ is 9l!to 100% as 

competitor's total strength'of maiicet 



^oas 



^ll^pliBp total strengtfcof inaifcet:. 
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Example of Claims: Resulting from Example of Input to Achieve Claims; For a Non-Displacement 
Market 
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28.5% 


Combinol'E^^ sliSne of all of the foiicastmg bkiness' otho- competilowrs, ais a -j- ^ 


65,8% 



Example of Input to Achieve aaims; Displacement Market (In this example the forecasting business is 
the displacing company/division ): 
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Name Recognition: In this case, the foreca^ 
business and forecasting business' leading competitor 
have Name Recogmtion that could be rated at 100, 
but flie forecastmg busin^Vtating is reduced 
because of its Confidence Level (For Stability ) rating 
of 80 



81 



100 
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: Other Gomp^tors 



NSnbef of other competitors whose total strength of market resources is 91 to 100% as 
strong as'that of the ferecastmg business' leading competitor's total stienglh of maiket c 



resources^ 



Ihimb^^f total strength of market resources is 8 1 to 90% as * 

strong as that of the forecasting business' leading cqnq)etitor's total strength of maiket; 



resources 



Number of all other.competitors 



Av&rage'totd.strengthof maiket resources, for the number of ; T 

DQMpetilbrslimmediately abovel.whoselotal strength of maiket resources ranges fironi4 
to'80% (where Olito .80; must be mput for tius method) as strong as that of the ^ 
forecastmg busmesslleadmg competitor's total strength of market resources m 
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Example of Claims: Resulting from Example of Input to Achieve Qaims; For a Displacement 
Market 



pSn^^ share|as ]a percent of the total units currency f j 



jFoiecaj^ng.busm maiket ^are: in unite o£curren<y 



5:7%; 



$570,000:000 



Eorecastihg business ■pn)dudyseria^^ 



Forecasting busine^' l^^d^^g competitor's narket shale, as a percent Sf the tcS^ iinite^ 

of currencyri. ^ ^ ^ 



28.5% 



(^mbihed^inaiket share^of alL^^^^^^ forecasting business'vx^d^ as a ^ . 

peilaiif-^^lKeL^^ of currency ^ , _ - .5: 



65.8% 
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